INTRODUCTION
The emergence and spread of information and communication technologies (ICTs) gave rise to speculations about their potential impact in many walks of life. Interestingly, despite the rapidly growing literature on e-commerce, research on the internet's impact on fi rm internationalization is comparatively limited. In a recent review of 45 empirical studies, Morgan-Thomas (2009) identifi es two major streams within the 'online internationalization' literature, (a) the internationalization of e-commerce corporations and (b) the impact of the internet on the internationalization of non-internet-based fi rms. The present study focuses on fi rms which belong to the latter category.
The beginning of empirical international business (IB) research on ICT issues dates back to the seminal work of Hamill and Gregory (1997, p. 9 ) predicting a 'revolutionary impact on the conduct of international trade'. Macro-level studies, correlating internet access with international trade growth (for example, Freund and Weinhold 2004) seem to confi rm this prediction. Furthermore, anecdotal evidence about the export opportunity-enhancing nature of the internet in developing countries (for example, Wheeler et al. 2004 ) was supported by empirical results indicating a higher propensity to export among fi rms with internet access in Eastern Europe and Central Asia (Clarke 2008 ). Yet, these results merely indicate that ICT, more precisely the internet, plays an important role in facilitating international trade without conveying a specifi c link about their contribution to export performance.
As pointed out by Anna Morgan- Thomas (2009) , given the internet's unprecedented potential to reach foreign customers (Schlegelmilch and Sinkovics 1998; Yamin and Sinkovics 2006) , and the trend towards increased e-enablement (Morrison et al. 2004) , it is surprising how limited research is on the direct contribution of ICT to export performance.
Finding out when ICTs matter is even more pressing as they are approaching the end of their build-out phase (Carr 2003) . This means that they are becoming widely available at aff ordable prices, erasing the potential for fi nancial benefi ts by their mere adoption. Today, '[t] he key question is not whether to deploy Internet technology but "how" to deploy it. . .companies have no choice if they want to stay competitive' (Porter 2001, p. 64) .
Furthermore, not only is the number of empirical studies on this subject matter limited, the results are highly inconsistent, calling for more investigation. In addition, while existing studies have, to varying degrees, covered ICT deployment dimensions such as 'complementary IT resources' (Morgan-Thomas 2009), 'relationship building' (for example, MorganThomas and Bridgewater 2004), 'investment into IT' (ibid.); 'communication' (Raymond et al. 2005) , 'online transactions' (for example, Moen, et al. 2008) , 'market intelligence' (for example, Moon and Jain 2007) , 'product services' (ibid.), and 'cost reduction' (for example, Lu and Julian 2007) , to date there is no empirical study testing the impact of the internet as an alternative to physical foreign market entry mode on export performance. To this end, this study aims to fi ll this gap and to contribute to a better understanding of which internet-deployment practices actually contribute to an enhanced export performance. The question of 'how' to deploy the internet cannot be separated from the context of deployment. There is empirical evidence that young and fast-growing fi rms, also termed 'born globals', rely greatly on ICT as a growth facilitator (for example, Arenius et al. 2005; Servais et al. 2007; Hodgkinson 2008) . However, rapid growth cannot be equated with better fi nancial performance. Thus, the present study also aims to investigate whether ICT deployment contributes more to born global fi rms' export performance than to the export performance of enterprises that follow a slower internationalization pattern.
LITERATURE REVIEW

ICT Deployment and Export Performance
Following a comprehensive survey of the literature on ICT and export performance using online databases such as ABI/Inform and EBSCO, we identifi ed nine empirical studies measuring the impact of the internet on export performance (Table 11 .1). Eight of these studies directly correlated internet use with performance measures, and one study investigated the mediating impact of internet integration into marketing activities on export performance. While two of the studies operationalized internet use very broadly by measuring it as 'internet sales' and 'internet access', Raymond et al. (2005) as well as Moen et al. (2008) broke down ICT deployment into three main dimensions, that is, market research, sales/transaction functions, and relationship development. In contrast to Morgan- Thomas and Bridgewater (2004) and Morgan Thomas (2009), these authors used Likert-type scale items to measure the relational dimension. While also accounting for marketing research and online transaction dimensions, Moon and Jain (2007) operationalized ICT deployment by additionally measuring the fi rm's dependence on the internet for new product development, advertising, and for providing product service support. Lu and Julian (2007) complemented the list of dimensions by adding 'cost reduction', 'networking', 'image enhancement', and 'competitive advantage'.
Although there seems to be a convergence in terms of the categorization of ICT deployment (information/relationship-building/transactions), the results of the studies are controversial. Seven out of the nine studies directly investigate the relationship between the transaction dimension of internet use and export performance. Contrary to expectations, only Hodgkinson (2008) found a positive signifi cant relationship. The results indicated that fast-growth fi rms (born globals), tend to use e-commerce as an early-stage internationalization mode. However, in that study export performance is solely operationalized as fast/good/modest/negative export growth not accounting for the fi nancial dimension. While Raymond et al. (2005) also found a signifi cant positive relationship between online transactions/collaboration and sales growth, the export sales ratio (export sales/ total sales) remained unaff ected.
There is only limited evidence for the relationship building potential of ICT (Morgan-Thomas 2009). Resource commitment to internet deployment in terms of allocated time, budget, and planning activities seem to positively infl uence export performance ( Morgan- Thomas and Bridgewater 2004; Morgan-Thomas 2009) . The sophistication of the website, that is, the existence of multiple pages, regular content updates, diff erent language versions, own domain name, as well as the registration with major search engines, also appears to have a positive impact on export success of virtual channels (Morgan- Thomas and Bridgewater 2004) .
The use of the internet for business intelligence purposes yielded controversial results. While Raymond et al. (2005) found that prospecting for clients and developing competitive intelligence through online media can damage the export sales ratio, Moon and Jain (2007) identifi ed a positive relationship between internet marketing research and export profi t. However, in Moon and Jain's study, internet marketing research was operationalized because of the company's dependence on the internet for carrying out marketing intelligence as well as the quality of the company's capability to carry out marketing research on the internet. The same operationalization strategy was applied to two further constructs displaying a positive impact on export profi ts, that is, promotion and product support.
The review of existing empirical studies (Table 11 .1) indicates that results on the contribution of ICT deployment to export performance are contradictory. These inconsistencies partially stem from diff erences in the operationalization of the identifi ed dimensions. A further reason might be attributed to the timeframe of data collection. It seems that a large part of the data was gathered prior to 2005. Given the maturation and rapid expansion of the internet infrastructure, and the incorporation of IT into education systems, it can be expected that external pressure to engage in e-business is increasing rapidly. Consequently, there is need for further testing.
ICT Deployment and Born Global Firms
Although there is some empirical evidence that internet use positively correlates with fi rm internationalization, the causality of this relationship could not be suffi ciently determined (Clarke 2008) . In response to the causality question, the born global stream of the internationalization literature posits that the internet acts as an internationalization enabler. The underlying assumption is that born global fi rms are relatively small and limited in terms of their resource endowments (Hodgkinson 2008) . Hence, there is the suggestion that they deploy the internet in order to proactively counterbalance these initial limitations (Kotha et al. 2001; Servais et al. 2007) . Given the importance of technology leadership, including the reliance on ICT for the success of born globals (Knight and Cavusgil 2005) , the number of empirical studies investigating their ICT deployment strategies is surprisingly limited (Gabrielsson and Gabrielsson 2010) .
While Arenius et al. (2005) and Gabrielsson and Gabrielsson (2010) mainly focused on the qualities of the internet as a sales channel, Moen et al. (2003) and Loane (2005) identifi ed a wide variety of ICT-use dimensions ranging from e-mail communication to competitor analysis. Servais et al. (2007) went beyond a simple deployment analysis and investigated the diff erence between born global and non-born global fi rms in terms of internet use. Their results show that born global fi rms rely on the internet more intensively than their non-born global counterparts. Other studies examined the facilitating eff ect of the internet on fi rm internationalization (for example, Kotha et al. 2001; Loane et al. 2004; Hodgkinson 2008) ; however, to our best knowledge, there are no studies investigating the impact of internet use on born global performance.
In this study, we defi ne born globals as fi rms that internationalize within three years of their inception, have an export ratio of at least 25 percent, and operate in three or more diff erent continents (Sundqvist et al. 2010 ).
CONCEPTUAL FRAMEWORK AND HYPOTHESES
The inconsistency in existing empirical results on the relationship between internet deployment practices and export performance (as pointed out above) may be due to the way these dimensions have been operationalized. By that, we primarily mean the underlying theoretical assumptions. Although no theory has been explicitly indicated, those dimensions which have been found to have a signifi cant positive or negative impact on export performance were implicitly or explicitly connected to capability development (Morgan- Thomas and Bridgewater 2004; Moon and Jain 2007; Morgan-Thomas 2009) or to the expectation that the internet represents a resource advantage (Lu and Julian 2007) .
Based on these empirical results, among the currently existing theories in international business, the resource-based view (RBV) would seem to be the one with the greatest explanatory value. However, as pointed out by Wu et al. (2006) , internet use alone does not satisfy the criteria demanded by the RBV (Barney 1991) . Reliance on the internet and other ICTs is more of a strategic necessity than a source of sustainable competitive advantage (Clemons and Row 1991; Powell and Dent-Micallef 1997) . Powell and Dent-Micallef established that IT resources need to be embedded into an organization in order to contribute to value creation. Their results showed that 'ITs can produce competitive advantage by leveraging or exploiting Human and Business resources'(p. 392). Also building on RBV, Wu et al. (2006, p. 494) proposed and found empirical evidence that when IT technology is embedded in a fi rm's supply chain processes, it can contribute to the development of 'higher-order organizational capabilities . . . which are fi rm specifi c and hard to duplicate across organizations'. Similarly, Prasad et al. (2001) found evidence that the integration of internet technology into marketing activities enhances marketing capabilities, and, through these enhanced capabilities, it contributes to export performance.
In contrast to Wu et al. and Prasad et al., this study is more concerned with internet-based fi rst-order capabilities. While, as repeatedly suggested empirically, ICT integration into business activities has the potential to enhance the development or eff ectiveness of higher-order capabilities (for example, Powell and Dent-Micallef 1997), they may also be infl uenced by a number of other factors not accounted for. In order to better understand the eff ect of internet integration on fi nancial performance, it is important to investigate the relevance of fi rst-order internet-facilitated capabilities. Consequently, we propose that those fi rms that develop superior capabilities in terms of communication with customers, relationshipbuilding, reaching potential customers, bypassing costly physical presence in foreign markets, market research, being a front-runner in employing advanced export management technology, and cost reduction through internet deployment, will experience enhanced export performance.
Morgan- Thomas and Bridgewater (2004) found evidence that a high ongoing internet budget, substantial planning for internet activities, as well as high investment in terms of time and resources, led to enhanced export performance. In a later publication, using the same dataset, Morgan-Thomas (2009) renamed the construct 'web investment' as 'capability development eff ort'. This is in line with Porter's (2001) argument that IT investment needs to be aligned with a strategy. We take this argument a step further and propose that those fi rms that develop the capability to identify the most advanced technology available and integrate it into their export management process will witness higher export performance:
H1: The integration of advanced IT technology into a fi rm's export management processes contributes to enhanced export performance.
Although responsiveness in a world of zero-tolerance is a necessary condition to fi rm survival (Reeves 2000) , there is no empirical evidence that using the internet for communication purposes has a direct signifi cant impact on export performance by its own merit. However, if, through relying on internet communication, a fi rm achieves a competitive advantage (Lu and Julian 2007) , fi nancial benefi ts can be expected:
H2: A fi rm's internet-based communication capabilities contribute to enhanced export performance.
Relationship-building/maintaining capabilities have been shown to positively impact on a fi rm's export performance (Figure 11 .1). While MorganThomas (2009) focused on website features such as order tracking, online customer service, visitor recognition, and so on, Raymond et al. (2005) emphasized the collaboration function of internet technology. Moon and Jain (2007) found a positive relationship between online product service and enhanced profi ts. We propose that in addition to these dimensions, when a fi rm uses the internet as an alternative to physical market entry, it needs to be able to achieve at least the same level of customer satisfaction that it would have achieved by offl ine market entry:
H3: A fi rm's internet-based relationship-building capabilities contribute to enhanced export performance.
There seems to be an agreement in the literature regarding the internet's unprecedented potential to reach customers (Schlegelmilch and Sinkovics 1998; Yamin and Sinkovics 2006) . Using the internet to generate sales leads (Bennett 1997) , or setting up a website to serve as a virtual shopping window (Loane 2005) can lead to numerous possibilities. We propose that fi rms that identify ways to use the internet to reach more potential foreign customers will experience better export performance:
H4: A fi rm's capability to reach foreign customers contributes to enhanced export performance.
While there is empirical evidence that fi rms do carry out market research online (Bennett 1997; Loane 2005) , when looking at the impact of these activities on export performance, the results are controversial. Prasad et al. (2001) found that online marketing research positively infl uences the development of marketing capabilities, and Raymond et al. (2005) found a negative relationship between e-business intelligence and export performance measured in terms of export sales ratio. Moon and Jain's results (2007), on the other hand, show that internet marketing research positively impacts on profi ts and sales, as well as on a fi rm's market share. This inconsistency calls for further testing. Thus we hypothesize that:
H5: Internet-based market research capabilities positively impact on a fi rm's export performance.
Using the internet as a direct sales channel can be used as an alternative or complement to physical market entry (for example, Gabrielsson and Gabrielsson 2010) . Although there is empirical evidence that using the internet for online transactions does not have a signifi cant direct impact on a fi rm's export performance (for example, Moen et al. 2008) , there are no studies investigating the impact of the internet as an alternative market entry mechanism on export performance. Gabrielsson and Gabrielsson (2010) found that internet-based multiple channels can reduce the liability of foreignness and newness. Nevertheless, earlier research points to a fi rm's conviction that the internet is an appropriate way to counterbalance the lack of export experience (Bennett 1997) . This is in line with Morgan- Thomas and Bridgewater's (2004) suggestion that the lack of extensive exporting experience in small and medium-sized enterprises (SMEs) may lead to a higher level of commitment to online internationalization. Comparable to the eff ects of the psychic distance paradox (O' Grady and Lane 1996), fi rms that are aware of their lack of export experience will attempt to compensate through the development of online capabilities:
H6: Internet-based capabilities that allow fi rms to avoid or reduce physical presence in a foreign market will experience enhanced export performance.
Despite the expectation that the internet can help in reducing the cost of various business activities (for example, Bennett 1997), Lu and Julian (2007) did not fi nd a signifi cant positive relationship between the costreducing use of the internet and export performance. To the best of our knowledge, there are no other studies testing this relationship, therefore, we deem the inclusion of this dimension in our study appropriate:
H7: Internet-based cost-reduction capabilities contribute to enhanced export performance.
As pointed out above, existing empirical results seem to indicate a difference in internet reliance between born globals and non-born globals (Servais et al. 2007 ). In addition, industry sector, export experience (Vahlne and Johanson 2002) and internet technology experience (Berry et al. 2004 ) may have a potential impact on the success of a fi rm's performance. Consequently, these factors need to be controlled for.
METHOD
Measures
As a fi rst step, we conducted semi-structured telephone interviews with managing directors of fi ve UK-based fi rms involved in active online internationalization (Yamin and Sinkovics 2006) . The websites of the selected companies (i) displayed information that indicated an attempt to actively target foreign markets, for example, pricing in various currencies, website translations, cultural specifi c information, and (ii) were transactional rather than purely informative in nature. These interviews have been used for scale development where no suitable measurement items were found in existing studies (Table 11 .2). We used seven-point Likert-type multiple-item scales to operationalize all constructs and variables.
Sampling Frame and Data Collection
The target population was defi ned as UK-based SMEs involved in exporting activities and actively using a website. SMEs were determined using the defi nition of the European Commission, 'the category of micro, small and medium-sized enterprises (SMEs) is made up of enterprises which employ fewer than 250 persons and which have an annual turnover not exceeding EUR 50 million, and/or an annual balance sheet total not exceeding EUR T able 11.2 Measurement scale Creates a good business image (Bennett 1997) The internet allows us to eff ortlessly communicate a good business image to foreign customers
Generates useful feedback from foreign customers (Bennett 1997 ) The internet has helped us to gain useful feedback about our products from foreign customers 0.829 13.313
Self-developed
The internet enhances interactivity with our foreign customers 0.611 3.235
Using the internet, we can interact with foreign customers much quicker 0.561
2.968
Relationship-building (CR = 0.8086)
Makes it easy for foreign customers to order goods (Bennett 1997) The internet makes it easier for our foreign customers to order goods
Creates ongoing relationships with customers (Bennett 1997) The internet improves our ability to create relationships with customers in our target foreign markets 0.882 9.782
Self-developed
The internet facilitates exchange relationships with customers (e.g. feedback, comments and after-sales services) 0.802
5.030
We support customers online and customers seem happy with that (F1 L20-21**)
The internet improves foreign customer satisfaction 0.698
3.923
Self-developed Our ability to customise products and services is dramatically improved by the internet
We support customers online and customers seem happy with that (F1 L20-21)
Dealing with customers online makes it easier for us to satisfy them to our maximum potential 0.446
2.773
Reaching foreign customers (CR = 0.8491) Creates sales leads (Bennett 1997) The internet improves our ability to generate foreign sales leads It's [the internet/our website] a very good shop window, getting our products in front of a lot more people (F1 L23-24)
The internet helps us to reach more potential foreign customers 0.834 2.393
Self-developed
Because of the internet we get unsolicited enquiries from foreign customers
Gives the fi rm a competitive edge over rivals (Bennett 1997) Using the internet to target foreign markets gives our company a competitive edge over rivals 0.884
2.683
Alternative to physical presence (CR = 0.7193)
The net has taken some of that [need to go out to the foreign market] away though, making the world a lot more level than it used to be (F3 L73-75)
Because of the internet, country visits for exporting purposes are less important than they used to be
Self-developed
Any future investment we might make, will go towards having an agent in our foreign markets
Enhancing our physical presence in our foreign markets is our key objective
Need to obtain foreign representation (Bennett 1997) The internet helps us to avoid obtaining foreign representation in our export markets 0.751
5.626
The visits over there help you to see things that you weren't specifi cally being told about by customers (F3 L83-84) Face-to-face contacts have given us a much better understanding of our industry in our target Lack of business knowledge about competitors, clients and markets abroad (Eriksson et al. 1997) The internet allows us to gather business knowledge about foreign clients 0.948
7.240
The internet allows us to gather business knowledge about foreign markets 0.954
7.013
The internet allows us to gather business knowledge about competitors abroad 0.954
7.311
201
Cost reduction (CR = 0.9806) Self-developed
The internet is an inexpensive way of communicating with customers 0.991
9.544
Lowers the cost of international marketing (Bennett 1997) Using the internet to market our products and services internationally lowers our overall marketing cost 0.991
5.320
Lack of management time to devote to export matters (Bennett 1997) The internet helps us overcome problems associated with lack of management time to devote to export matters 0.791
2.412
Financial costs of exporting additional to those for domestic sales (Bennett 1997) The internet helps us to reduce the fi nancial costs associated with exporting 0.990
4.449
Any future resources we might have will go towards that [our online business] rather than anywhere else (F3 L108-109) In the future we will devote more resources to our online business 0.991
2.859
Advanced export management technology (CR = 0.9113)
My business unit uses the most advanced IT for supply chain communication system (Wu et al. 2006) Our company uses the most advanced IT systems to interact with our foreign customers 0.860
9.494
Our IT for supply chain communication system is always state-of-art technology (Wu et al. 2006) Our IT for management of our international operations is always state-of-the-art technology 0.861
9.486
Relative to our competitors, our supply chain communication systems are more advanced (Wu et al. 2006) Relative to our competitors, our IT for export management is more advanced 0.864
8.612
My business unit is always fi rst to use new IT for supply chain communication system in our industry (Wu et al. 2006 My business unit is regarded as an IT leader in our industry for supply chain communication system (Wu et al. 2006) In our industry, our company is regarded as an IT leader for export management 0.625
3.205
Export performance (CR = 0.9392) How satisfi ed are you with the results of your exporting activities?
Export sales growth (Katsikeas et al. 2000) 0.882
37.706
Export sales volume (Katsikeas et al. 2000) 0.917
61.295
Contribution of exporting to profi ts (Katsikeas et al. 2000) 0.806
16.473
Export market share (Katsikeas et al. 2000) 0.834
21.042
Overall export performance (Katsikeas et al. 2000) 0.903
49.961
Notes:
* 7-point Likert scale (strongly disagree =1; strongly agree =7). ** items taken directly from the interview transcripts Forbes (2006) F = Firm and L = Lines (of the interview transcript). entered into the FAME (Bureau van Dijk) database. It provides detailed, fi nancial, descriptive, and ownership information on over 3.1 million public and private companies in the UK and Ireland. In order to determine whether the companies were involved in exporting, we examined whether their profi t and loss account contained the position 'overseas turnover'. The database contained 8,605 companies corresponding to the above-mentioned specifi cations. We drew a random sample of 1,000 companies. The next step involved the website inspection of the selected companies. Those with nonfunctioning sites or with no explicit exporting activities had to be replaced. As contact person, the marketing, export or sales manager or, where these were not indicated in FAME, the managing director was selected.
Survey Response and Informant Evaluation
The fi rst round was in the form of a postal mail-out of 1,000 questionnaires. After two weeks only 35 completed questionnaires had been returned. In order to increase the response rate, the sample companies were called one by one. By the fi fth week after the mail-out, 74 responses had been returned. To further improve the response rate, a reminder e-mail was sent out to all managers who agreed on the phone to complete the survey. In total, we received back, 115 usable questionnaires accounting for a response rate of 11.5 percent.
A random sample of 82 companies was drawn from among the nonrespondents (who explicitly indicated a non-willingness to respond by post, e-mail or phone) in order to test for non-response bias. The majority of non-respondents gave a shortage of time as the major reason for nonresponse, while only 6 percent indicated being discouraged by the length of the questionnaire (the original questionnaire had 252 scale items). Some 27 percent stated that their company policy would prohibit any participation in surveys. The remaining companies revealed their lack of interest in the topic or other reasons (for example, new manager, bankruptcy of the company, and so on) for their reluctance to reply. However, none of these was due to the substance of the questionnaire. Finally, we further assessed non-response bias by comparing selected attribute means of early respondents with those of late respondents (Armstrong and Overton 1977) . The comparison of the means yielded no signifi cant diff erences.
Common Method Bias
We assessed common method bias by applying two separate procedures. In a fi rst step, we utilized the Harman one-factor test (Podsakoff and Organ 1986 ) by performing a principal component analysis of all the items included in the study. Since no dominant factor emerged, we conclude that there is no evidence suggesting the presence of common method bias in the study.
A more advanced step in examining comment method bias involved correlating objective data with subjective data on the same variable. The survey included a question where respondents were asked to indicate their export ratio. We subsequently downloaded the information about the selected fi rms' export ratio from the FAME database. The test yielded a signifi cant and positive correlation coeffi cient of 0.675, again providing support for the assumption that no common method bias was limiting generalizations from our fi ndings.
ASSESSMENT OF THE RESEARCH MODEL AND HYPOTHESES
Measurement Model Assessment
First, we examined the loadings of the individual items with their respective constructs (Table 11. 3). All measurement items with loadings above 0.4 were retained (Ainuddin et al. 2007) . The loadings for all measures range from 0.446 to 0.954, with most items exceeding the threshold level of 0.7 recommended by Fornell and Larcker (1981) . In a second step, we examined both Cronbach's alpha and the composite reliability values for each latent variable. Both measures suggest reasonable reliability with all values exceeding the 0.7 threshold (Nunnally and Bernstein 1994) .
Convergent validity was assessed by using the average variance extracted (AVE) (Table 11. 3) as suggested by Fornell and Larcker (1981) . Convergent validity was found satisfactory as all the values are greater than 0.5 (Henseler et al. 2009 ). We checked discriminant validity by using two methods, that is, the Fornell-Larcker criterion (1981) and the crossloadings of items. As for each variable the AVE is higher than its highest squared correlation with any other variable, we can assume an adequate level of discriminant validity. This is supported by the cross-loadings. The loading of each indicator is greater than all of its cross-loadings (ibid.).
T able 11.3 Overall model evaluation
Structural Model Assessment
After ensuring that the outer model is both reliable and valid, we examined the inner path model using SmartPLS (Ringle et al. 2005) . The explanatory power of a PLS model is determined by the extent of variance explained (R 2 ) by the endogenous latent variables (Henseler et al. 2009 ). The R 2 value for export performance is 0.345. Chin (1998) sets the thresholds at 0.67, 0.33, and 0.19 for substantial, moderate, and weak inner path models, respectively. Henseler et al. state that if an endogenous latent variable is explained by only one or two exogenous latent variables, already a 'moderate' R 2 value is acceptable. Although our coeffi cients for determination is medium, as the prediction capability of the model is suffi ciently high (cv redundancy = 0.149; cv communality = 0.755) our results can be deemed as relevant and indicatory for future research. To check the prediction capability of the model, we used Stone-Geisser's Q 2 suggested in Henseler et al., applying the blindfold method (Tenenhaus et al. 2005) . born globals. These fi rms have internationalized within three years from their establishment and are exporting more than 25 percent of their total sales to at least three continents. In terms of industry affi liation, 53.04 percent of the cases belong to the high-tech sector (for example, software, engineering, and computing) and 46.96 percent to the low-tech sector (for example, food and beverages, and clothing). After performing a chi-square test of independence we conclude that there is no signifi cant association between industry affi liation and bornglobalness. Moreover, an independent sample t-test does not show differences between born globals and non-born globals in terms of their internet experience measured in years of internet use. This indicates that the comparison between born global and non-born global fi rms will not be aff ected by the fi rms' internet experience or industry affi liation.
Results and Discussion
The average fi rm age indicates that although born globals in our sample are still 'younger' than non-born globals with an average of 29 and 31 years in the low-tech and high-tech industry, respectively, they are past their start-up phase. In order to test whether this fact hampers inferences from the comparison between born globals and non-born globals, we again conducted an independent sample t-test which indicated that the mean diff erence in fi rm age was signifi cant. Thus, even though some of the born global fi rms have already developed into more mature organizations, we are still able to fi nd relevant diff erences in terms of the impact of internet-based capabilities on export performance between born globals and non-born globals.
Tabl e 11.5 Company characteristics
Our overall results suggest that while certain internet-based capabilities indeed have the potential to signifi cantly enhance fi rms' export performance, other internet deployment dimensions can have a negative eff ect. Although previous empirical fi ndings indicated such potential damaging impact (for example, Powell and Dent-Micallef 1997) , those results were not signifi cant. Figure 11 .2 shows the results of our analysis carried out on the full sample of 115 SMEs. From our hypotheses only H1 and H4 could be fully supported. H1 stated that those fi rms that succeed at developing capabilities to integrate the most advanced IT technology available to their industries into their export management processes will experience enhanced export performance. In line with the literature, H4 proposed that the internet has an unprecedented potential to reach potential customers worldwide, and those fi rms that develop the know-how and skills to harness that potential will benefi t through higher fi nancial returns. Our fi ndings allow us to go beyond previous inferences based on empirical evidence that ICT integration only facilitates higher-order capability development (for example, Powell and Dent-Micallef 1997; Wu et al. 2006) . The results seem to confi rm that the new technologies can also play an important role in the development of fi rst-order capabilities. However, as can be seen in the case of H2 and H6, the use of ICT for active online internationalization bears its own set of risks (Pezderka and Sinkovics 2011) . H2 suggested that internet-based capabilities which allow a fi rm to overcome language barriers, harvest consumer feedback ), and to enhance interaction with foreign customers will have an improved performance. However, contrary to our expectations, the results reveal a signifi cant negative relationship between internet-based communication capabilities and export performance. The analysis of H6 proposing a positive relationship between the use of the internet as an alternative to a physical presence in foreign countries, and fi rm performance, yielded similarly negative results. One possible explanation for these disadvantageous eff ects may be Yamin and Sinkovics's 'virtuality trap'. This is, in essence, the managerial perception that the exploration of 'underlying market conditions' can be suffi ciently carried out by the sole reliance on ICT (p. 349). H3, H5, and H7 were not supported. In a subsequent step, we controlled for a fi rm's born-globalness, industry affi liation, degree of export experience, as well as internet experience, by adopting Jaccard and Turrisi's approach (2003) . We measured industry affi liation by dividing our sample of 115 companies into two categories, that is, low-tech and high-tech, respectively. Export experience was operationalized using the fi rm's indicated export ratio. We used the number of years a fi rm has been using the internet as a proxy for internet experience. Table 11 .6 summarizes the results.
Whereas industry affi liation and internet experience do not seem to have any signifi cant impact on our main fi ndings, the analysis revealed that born-globalness and export experience require closer attention.
While none of the ICT deployment dimensions had a signifi cant contribution to non-global fi rms performance, in the case of born globals, internetbased communication capabilities indicated a negative signifi cant eff ect.
An even more interesting fi nding emerged when we controlled for how the degree of export experience infl uences export performance. In line with our main fi ndings before splitting the sample, fi rms with less export experience (< 50 percent export ratio) seem to suff er fi nancial losses when relying on the internet as an alternative to physical market entry. Surprisingly, their export performance was also aff ected when they integrated advanced information technologies into their export management processes. Companies with more export experience (> 50 percent export ratio), on the other hand, displayed enhanced export performance for the same internet deployment dimensions. A possible explanation for the controversial impact of IT integration may be that investment in advanced IT systems for export management needs to be aligned with the company's export intensity. In this case, the advancement of IT systems can be regarded as a proxy to the amount invested in that system. However, if fi rms invest more than their return on investment on that particular information technology, this will lead to losses at the profi t level.
The second fi nding may be attributed to two issues. First, as mentioned earlier, online internationalization has its own array of risks. Despite the expectation that virtual market entry eliminates traditional international risks, most of these risks re-emerge in a transformed manner (Pezderka and Sinkovics 2011) . Second, the importance of relationships in the target country (Gabrielsson and Gabrielsson 2010) can easily be underestimated due to the virtuality trap (Yamin and Sinkovics 2006) . Firms with increased export experience can be expected to have developed the capabilities to manage international e-risks as well as to have found ways to counterbalance the negative eff ects of the virtuality trap.
CONCLUSION AND LIMITATIONS
In the 1990s, numerous papers concluded that SMEs were not deploying the internet to its full potential (for example, Hamill and Gregory 1997) . After the turn of the century, research attention gradually turned to the pitfalls of overreliance on ICT such as the virtuality trap (Yamin and Sinkovics 2006) , overinvestment (Carr 2003) , and the lack of a clear deployment strategy (Porter 2001) . This chapter set out to investigate how deploying the internet contributed to small internationalizing fi rms' export performance. Our fi ndings support the relevance of these new emerging concerns. Although born globals seem to be more susceptible to falling into the communication dimension of the virtuality trap than other types of fi rms, a positive or negative contribution to export performance appears to be mostly infl uenced by a fi rm's export experience. Our results suggest that fi rms with more export experience (> 50 percent export ratio) have already developed the capabilities to transcend the virtuality trap, and thus experience enhanced export performance. On the other hand, fi rms with less export experience (< 50 percent export ratio), seem to overestimate the importance of IT investments and neglect the relevance of their offl ine/physical market experience. In summary, based on the outcome of our analysis we conclude that the internet can be best compared to a double-edged sword. It has indeed the potential to enhance the development of fi rst-order capabilities that can contribute to enhanced export performance. Yet, when its use is not aligned with strategy (ibid.), it can lead to fi nancial damage.
The main limitation of this study is the small sample size. Although PLS (partial least squares) is a powerful tool in dealing with small samples (Graham et al. 1994 ), a larger sample would allow for more variations in terms of splitting the data. A further limitation is that some of the fi rms that qualifi ed as born globals are already past their start-up phase. Although we can still draw inferences from the results, future research may look into testing our fi ndings with a subset of born globals in their infancy. Future research may also consider further investigating the circumstances under which ICT deployment directly contributes to fi rm performance.
